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Abstract
Social media have become one of themost important news delivery channels due to their interactivity and large audiences.
The content published by news organizations on social networking sites is of particular value to sociologists, because it al-
lows measurement of users’ attitude to certain events. However, we understand that the media choose which events
become news in accordance with certain criteria, such as news values. In this study, we decided to examine how news
values determine the public’s response as expressed by likes, reposts, and comments. To analyze the characteristics of
different media and their audiences, we selected four popular newsgroups on the social networking site Vkontakte: TASS
and Russia Today, representing the state media, alongside RBC and Meduza, representing the private media. The posts
of the selected newsgroups were coded and analyzed by means of Harcup and O’Neill taxonomy of values (2016). The
study showed that news organizations tend to have preferences for some news values rather than others. Regression
analysis revealed positive relationships between 1) the sharing of likes and good and entertaining content, 2) the sharing
of comments and the presence of celebrities or conflicts in news, 3) the sharing of reposts and comments and significant
events. An unexpected discovery was a negative dependency between the number of comments and the presence of ex-
clusive content.
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1. Introduction
The assessment of attributes pertaining to the audiences
of online media is an important measurement of public
opinion on social media since these news sources con-
tain a significant part of opinions on broadcast news. So-
cial networking sites provide researchers with the op-
portunity to reveal the socio-demographic characteris-
tics of users as well as their interests and friendships.
Applying these parameters, it is possible (in part) to as-
sess the user’s political views or his/her prioritized val-
ues (DiGrazia, McKelvey, Bollen, & Rojas, 2013; Preoţiuc-
Pietro, Liu, Hopkins, & Ungar, 2017). But this analysis is
rather complicated, and it does not always provide suf-
ficiently reliable results (Cohen & Ruths, 2013; Mislove,
Lehmann, Ahn, Onnela, & Rosenquist, 2011). In addition,
both the administration of social networking sites and
users themselves restrict, for a number of reasons, ac-
cess to users’ personal data, which further undermines
the validity of analysis.
In view of these findings, it seems reasonable to try
some other approaches in order to analyze the charac-
teristics of the audience of newsgroups. In our previous
study, we applied the agenda-setting theory, assuming
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that privately owned, state-independent media adapt
news topics to the interest of their own audience, un-
like state-owned online media outlets. However, our as-
sumption was not confirmed (Judina & Platonov, 2018).
Nevertheless, we decided to continue exploring the re-
lationship between the content of the news stream and
the users’ response to it in social media. In this work, we
used a journalistic approach to analyzing the content of
the news agenda, matching each news item with its cor-
responding set of news values.
This approach was chosen, firstly, due to our inten-
tion to look at the news through the eyes of those who
select it. Although some researchers believe that one
should watch, not for newsworthiness (Ørmen, 2018),
but for noteworthiness (Lee & Chyi, 2014) or sharewor-
thiness (Trilling, Tolochko, & Burscher, 2017) when study-
ing the news agenda in social media, but so far online
media with large audiences remain the main daily news
sources for a significant proportion (VCIOM, 2018), if not
the majority, of users, so we need to understand their
reasoning in setting the agenda.
The second reason to choose the concept of news-
worthiness was our assumption that the news values
which receive the greatest public response demonstrate
the preferences of the media audience. In this sense, val-
ues reflect not only the policy of media but also charac-
terize the readers themselves, enabling us to understand
whether there is an agreement between the audience’s
interests and the media organization.
We also continue exploring the differences between
state and private-owned newsgroups. The contemporary
Russian news media environment is characterized by
high competition for audience share. Current research
shows that m Russian news media adhere to pro-active
agenda-building (Hanitzsch, Folker, & Corinna, 2016) and
framing used to legitimize the power (Lukyanova, 2018).
Recently, even private-owned media have been charged
with politicization (Field et al., 2018). We assume that, in
this situation, the increasing ideological polarization be-
tween state-owned and private-owned media may lead
to the fact that audiences have different, and sometimes
diametrically opposed, ideas about the same events. We
believe that the theory of news values will highlight ad-
ditional features of the divergence between these types
of media.
2. Theoretical Framework
Conceptually, news values are the set of criteria which
determine whether a story will become news (Galtung &
Ruge, 1965). On the one hand, it is a theory that explains
the principles for selecting events and their attributes,
on the other—it is a kind of standard, a tool that simpli-
fies the “production of news”: news values “are the terse
shorthand references to shared understandings about
the nature and purpose of news which can be used to
ease the rapid and difficult manufacture of bulletins and
news programmes” (Golding & Elliott, 1979).
The representations of newsworthiness largely de-
pend on the traditions, culture, technology, and eco-
nomic sphere of society (Dominick, 1993). Among other
factors, since the 1960s, the approaches to the classifica-
tion of news values have flexibly changed in accordance
with the development of news genres and content op-
tions. The integration of the news flow into social media
feeds has expanded the opportunities to analyze feed-
back and engagement mechanisms.
Above all, as the media market is becoming in-
creasingly competitive, news organizations are trying to
bring their content to a wider audience, so they are
forced to focus on “infotainment” to varying degrees.
(Reinemann, Stanyer, Scherr, & Legnante, 2012). There-
fore, in the 21st century, the existing set of news val-
ues was supplemented due to the increased relevance
of such news values as conflict, emotions, and visualness
(McGregor, 2002).
There is a limited number of articles in which the con-
ception of news values is employed to study news organi-
zations’ outlets in socialmedia from the comparative per-
spective. Several studies, based on data from Facebook
and Twitter, show differences in media from different
countries (Al-Rawi, 2017), between federal and regional
media (Armstrong & Gao, 2010), as well as those that
target traditional and online audiences (García-Perdomo,
Salaverría, Kilgo, & Harlow, 2018).
For our study, we chose the updated taxonomy of
news values developed by Harcup and O’Neill (2016), as
it was specially adapted to the circumstances of news
consumption in social media, taking into account, for ex-
ample, the presence of audio-visual content in online
publications. Since social media provide an opportunity
for users to respond to content, including news stories in
post layout, the focus ofmedia research is gradually shift-
ing from categories of popularity and exposure to quan-
titative indicators of involvement, such as user engage-
ment metrics (Ksiazek, Peer, & Lessard, 2016). The feed-
back functionality provided by social networking sites
may vary slightly, but as a rule, comments, likes, and re-
posts are present everywhere in one form or another.
The dependencies between these indicators and the
characteristics of the content consumed by users have
already been studied both in the context of the news
and outside it. Almgren and Olsson (2015) demonstrated
that users prefer to comment on hard news (for example,
news covering changes in “proximity space, politics, and
health care”), even if the news site’s policy is such that
users are encouraged to comment on soft news (Almgren
& Olsson, 2015). Comparative analysis of various user
interactions with news posts on Facebook shows that
the prevalence of Emoji reactions to the post (instead of
simple likes) generally reduces the level of commenting
and the intensity of reposting (Smoliarova, Gromova, &
Pavlushkina, 2018). In the study of communication on In-
stagram, it was found that the intensity of liking could be
influenced, for example, by factors such as the presence
of people in a photo. Ziegele, Breiner and Quiring (2014),
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using a series of interviews and content analysis of com-
ments, have shown that uncertainty, controversy, com-
prehensibility, negativity, and personalization contained
in news, have influenced the amount of discussion in
comments (Ziegele et al., 2014). The tests of predictive
models show that sometimes the cause of a large num-
ber of comments to the news may not be a news item
itself, but particular comments which have sparked a dis-
cussion (Tsagkias, Weerkamp, & De Rijke, 2009). Using
the example of retweets (similar to a repost on Twitter),
a number of studies have shown that tweets with more
emotional content are more likely to be disseminated
by users (Hansen, Arvidsson, Nielsen, Colleoni, & Etter,
2011; Stieglitz & Dang-Xuan, 2013). Having analyzed the
results of the news consumption survey, Lee and Ma
(2012) found no connection between the presence of en-
tertainment in amessage and the desire to share it. How-
ever, they discovered that this behaviour is significantly
influenced by one’s prior socialmedia sharing experience
(Lee &Ma, 2012). Qualitative research has revealed that
some people may consciously limit themselves when lik-
ing and sharing news for privacy reasons (Costera Meijer
& Kormelink, 2015).
3. Research Questions
In our research, the basic assumption is that the theory
of news values, being a theoretical model explaining the
selection of news into an agenda, can be used to detect
differences in the typesmentioned above and themagni-
tude of the public’s response in social media. Conversely,
this model is not applicable to the study of audiences’
behaviour. Therefore, the first research question of the
article is as follows:
RQ1. How do various news values influence the level
of the public’s response, expressed in likes, reposts,
and comments?
Since we continue to compare various media by their
agenda and try to identify differences in behaviour be-
tween their audiences, the following two questions re-
late to the opposition of state- and private-ownedmedia:
RQ2. Are there any differences in the share of news
values between state and private newsgroups in so-
cial media?
RQ3. Are there any differences in audiences of state
and private newsgroups in social media regarding
their response rate, expressed in likes, reposts, and
comments?
4. Data
4.1. Social Networking Site
The most visited social networking site in Russia is
Vkontakte (vk.com; Live Internet, n.d.), with more than
500million accounts registered at the time of writing the
article. (Vkontakte, n.d.-a). In addition, this platform pro-
vides open access to public pages through the API. There-
fore, this site was used as a source of data for this study.
4.2. Newsgroups
The sample of newsgroups available for analysis includes
the four most popular text-oriented media newsgroups
in Vkontakte (2 state-owned and 2 privately-owned). The
procedure of group selection has been described in de-
tail in our previous study (Judina & Platonov, 2018).
The state media newsgroups selected were TASS
(Vkontakte, n.d.-e) and Russia today (Vkontakte, n.d.-d).
TASS is the oldest news agency in Russia founded in 1902,
comparable in scale to Reuters and the Associated Press,
with 68 foreign representative offices. Russia Today is
one of the most famous Russian media in the world, dis-
tributing its content in Russian, English, Arabic, French,
and Spanish. RT has repeatedly been faced with accusa-
tions regarding a lack of objectivity in reporting informa-
tion (Yablokov, 2015) and the distribution of fake news
(MacFarquhar, 2016).
Sampled newsgroups representing private me-
dia are owned by RBC (Vkontakte, n.d.-c) and
Meduza (Vkontakte, n.d.-b). RBC is also known as
RosBusinessConsulting—the largest private Russian me-
dia holding. The organization includes a television chan-
nel, an information agency, a newspaper, and a mag-
azine, as well as a number of other services. In 2016,
the entire top management of RBC was changed fol-
lowing a series of conflicts with the Ministry of Internal
Affairs (Meduza, 2016). In 2017, the RBC website be-
came the most quoted online resource (Medialogia,
2018). Meduza is a popular news site in Russia, head-
quartered in Latvia. This site was launched in 2014 by
the former chief editor of the online media Lenta.ru,
after her removal from office, which resulted in the vol-
untary resignation of a significant part of the editorial
board (Lenta.ru, 2014). It is considered one of the most
independent Russian-language media, due to the fact
that it does not fall under restrictions of Roskomnadzor.
None of the presented media specializes solely in
hard news, they all have a significant share of soft news.
4.3. News Items
For each of the four newsgroups, 200 posts were ran-
domly selected from the whole news dataset for the pe-
riod from January 17 toMarch 9, 2018. Some posts were
excluded from the sample for two reasons: because they
contained not news but, for example, an analytical article
or podcast, or because the message of a text may have
been so vague that it was impossible to understand it (for
instance: “Future is coming”, “They say, it’s temporary,
but it is still frightening”).
Vkontakte posts, whose format is used by media out-
lets, provide users with the following feedback options—
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they could give likes, share content with other users and
leave comments. Apart from this, the number of those
who have seen a post is recorded, which enables us to
calculate the proportion of those who have decided to
respond to post content in any of the ways available.
The special features of Vkontakte posts are a highly
standardized format and a tendency towards compliance
with the principle of an inverted pyramid, which is typical
of modern news media, focused on facts (Høyer, 1997).
In most cases, the content of a title and a lead allows
the presence of relevant news values in posts to be as-
sessed of with a high degree of confidence. Despite the
fact thatmedia, in general, use different types of content,
not tomention the numbers of communication channels,
Vkontakte newsgroups stick to similar formats, which en-
ables us to compare them.
5. Method
5.1. Coding
To code news items, we used the classification of values
developed byHarcup andO’Neill (2016), excluding Share-
ability, Relevance, and News organization’s agenda. The
authors of the taxonomy added the property of Share-
ability but did not provide a clear description for identi-
fying it. Besides this, their definition of it as stories which
encourage users to share them and make comments in
social media seems to deprive the rest of the values of
the opportunity to be shared. This makes this classifi-
cation less applicable for the purpose of analyzing the
users’ response in social media. Relevance was excluded
due to the fact that almost every news item falls under
the definition given by the authors, since almost all the
stories that journalists include in the news organization’s
agenda concern influential or culturally close groups or
nations. This category should bemeasured with a contin-
uous rather, than a dichotomous scale, and news writers,
no doubt, are guided by it, ranking the events from the
less relevant to the more relevant for their audience. We
refrained from using News Organization’s Agenda since
the presented media did not openly state any special
topics, so we decided to exclude this category for the
time being.
The coding procedure was a rather complicated task
because of several factors: first, the definitions of news
values proposed by Harcup and O’Neill (2016) are some-
what vague, therefore to be able to use them, we had
to analyze a significant part of the sample; second, cor-
rect identification of some news values required a list
to be developed including organizations and the peo-
ple representing them (for instance, The Power elite and
Celebrities), as well as this, each coder had to study the
news agenda of the period under consideration in or-
der to trace follow-up news correctly. It is plain to see
that the coders had to take into account a wide variety
of details, as a result of this we decided to employ the
methodology of negotiated coding (Campbell, Quincy,
Osserman, & Pedersen, 2013; Garrison, Cleveland-Innes,
Koole, & Kappelman, 2006) which is typically used in
qualitative research.
The coding was conducted using the following algo-
rithm: initially, rules were formulated; using them, the
coders labelled the whole sample of posts, after which
Cohen’s kappas were calculated for each news value and
the coders discussed their results and changed the cod-
ing scheme, after which the coding procedure was re-
peated. Labelling the whole set of texts by both coders
was required because the share of somenews valueswas
rather small (for instance, Good News), consequently, it
was necessary to process all posts to ensure the reliabil-
ity of their coding. In our case, it required us to repeat the
algorithm three times in order to achieve a high level of
inter-coder reliability. The values of Cohen’s kappas for
the news values at each stage are presented in Table 1.
5.2. Data Analysis
To answer RQ1 and RQ3, we implemented multiple lin-
ear regression models where the cases are news posts.
Table 1. Cohen’s kappas.
Cohen’s kappa 	
Round 1 Round 2 Round 3
Exclusivity 0,75 0,77 0,98
Bad news 0,62 0,65 0,93
Conflict 0,68 0,77 0,97
Surprise 0,52 0,58 0,95
Audio-visuals 0,80 0,80 0,95
Entertainment 0,81 0,83 0,97
Drama 0,79 0,79 0,97
The power elite 0,77 0,77 0,97
Magnitude 0,59 0,77 0,95
Celebrity 0,74 0,74 0,98
Good news 0,76 0,78 0,99
Follow-up 0,66 0,69 0,97
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Independent variables are news values, each of which is
binary. Since all the newsgroups have different average
shares of likes, comments and reposts, we used a cat-
egorical variable which represented these newsgroups
as the control one. Dependent variables are the shares
of likes, reposts, and comments from the number of
views per post. For the convenience of calculation, these
shares weremultiplied by 1000. Since all dependent vari-
ables have positive skewness, we decided to apply log
transformation to normalize them.
6. Results
Themost frequent stories in the news agenda in the four
media on “Vkontakte” were, on average, those related
to previously published news (Figure 1). Approximately
the same shares were obtained by the news, contain-
ing information about the power elite. The Good news
and, oddly enough, those stories which carried audio-
visual content in the form of photographs or videos were
rarely encountered.
Responding to RQ2, it can be noted that there are few
sharp differences in the share of certain news values be-
tween private and state online media outlets. The first
dissimilarity is apparent in the value of Conflict: the state-
owned media are much less likely to publish such stories
than the privately-ownedmedia, X2 (1,N= 800)= 12.01,
p< .01. The privately-ownedmedia aremore likely to try
to entertain readers by posting news containing Drama,
X2 (1, N = 800) = 5.41, p < .05.
Three out of four online media have one or more
news values whose shares are noticeably higher than
the rest. In the TASS agenda, Good news occupies much
more space, and along with this, audio-visual content is
more frequently attached to its news posts. More than
a half of the RBC agenda is devoted to influential people
and organizations (The power elite); apart from that, this
news organization focuses more on events with serious
consequences for a large number of people (Magnitude).
Meduza entertains its audience most actively (Entertain-
ment = 38%), but at the same time, unlike the rest of
the media, is not so afraid of scaring its users off with
bad news.
It is worth separately noting the unpopularity of bad
news revealed in our study, as it disagrees with the fa-
mous journalistic guideline “if it bleeds, it leads”. One
should not exclude the possibility that this result could
be generated by some uncertainty in the description of
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Figure 1. News values distribution.
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what events are covered by Bad news in the Harcup and
O’Neill (2016) classification; so, consequently, the sub-
jective perception has affected the labelling of Bad news.
Nevertheless, there are some reasons to believe that the
media, both for motives related solely to the organiza-
tions’ policies (for example, pursuing propaganda pur-
poses not to talk about bad things), and due to the fact
that Bad news does not gain the expected response from
an audience, restricting their shares on the social me-
dia platforms.
To answer RQ1, we used multiple linear regression,
including all four newsgroups in the sample. This en-
abled us to find out if there are any dependencies, com-
mon to all the media, for various types of response. The
results of the regression analysis presented in Table 2
showed both the presence of somewhat expected de-
pendencies and some whose explanation requires addi-
tional analysis.
Analyzing the expected results we can note the neg-
ative relationship between bad news and the share of
likes—obviously, people do not want to give likes to bad
events. Conversely, members of newsgroups like good
and entertaining news, and furthermore, good news
tends to be shared. It can be assumed, that stories about
a conflict provoke readers to argue in the comments.
The effect of surprise encourages users to leave com-
ments under a post, probably because Vkontakte, unlike
Facebook, does not provide the expression of surprise
(in the form of a distinct smile) and, apparently, users
want to express this feeling publicly. Quite expectedly,
users tend to discuss and share important events (Mag-
nitude) with their friends on social networking sites, as
well as the exclusive content, provided by newsgroups.
Not surprisingly, news describing celebrities or influen-
tial people is more intensely commented on by the au-
dience, because, apparently, this is how the personifica-
tion effect works, encouraging people to discuss other
people. The positive relationship between the share of
comments and Follow-up stories is also explicable: users
have already formed their opinions on these events and
seek to voice them. At the same time, the negative de-
pendency between this type of news and the share of
likes and reposts is also clear: the audience sees no rea-
son to support and share stories that are already familiar
to them.
In the total of the four newsgroups, there was no de-
pendency between the shares of likes, reposts, and com-
ments and news containing Drama. Perhaps, in order to
find a relationship between this news value and the pub-
lic’s response, it is necessary to record and analyze some
other types of user feedback that are not provided by the
social networking site Vkontakte.
To test RQ3, we also used multiple regression, divid-
ing the sample into two types of media. As the number
of news values is relatively small, we decided to include
in the analysis dependencies with p values < 0.1. Since
the number of cases representing several news values be-
came too small within separate samples (especially Good
news, Audio-visuals, and Exclusivity), some dependen-
cies found in the total sample ceased to be significant.
The comparison of the results shown in Tables 3
and 4 revealed only some differences between the au-
dience’s reactions to private and state-owned media. In-
deed, the readers of Meduza and RBC are less sensitive
to bad news: the shares of likes and comments under
such posts drops insignificantly in comparison with the
average value in the sample. The users of these news
groups are not greatly affected by stories about conflicts
or celebrities, along with that they are likely to follow
unfolding events and, consequently, comment on them
more actively.
The regression analysis showed that news with sur-
prising elements encourages the users of state-owned
newsgroups to leavemore comments, whereas the users
of those which are private-owned put more likes to such
news. This may reflect the fact that in the first case sur-
Table 2.Multiple regression models testing news values for likes, reposts and comments: All cases.
Regression coefficients 	
Likes Comments Reposts
Exclusivity −0,037 −0,105. 0,069*
Bad news −0,175** −0,087 −0,003
Conflict 0,024 0,090* 0,016
Surprise 0,100. 0,102* 0,008
Audio-visuals −0,054 −0,101 −0,005
Entertainment 0,285*** 0,004 −0,042
Drama −0,023 −0,014 −0,005
The power elite −0,001 0,097** 0,011
Magnitude 0,019 0,116* 0,085**
Celebrity 0,020 0,108* −0,035
Good news 0,598*** 0,019 0,112***
Follow-up −0,059* 0,106** −0,038*
Adjusted R2 0,33 0,25 0,192
Notes: ***p < 0.001, **p < 0.01, *p < 0.05. Sample size = 800. Adjusted R2 = explained variance.
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Table 3.Multiple regression models testing news values for likes, reposts and comments: State-owned media.
Regression coefficients 	
Likes Comments Reposts
Exclusivity −0,037 −0,038 0,125**
Bad news −0,234* −0,199* −0,068
Conflict 0,127 0,172* 0,044.
Surprise 0,077 0,167* −0,003
Audio-visuals −0,104 −0,131. −0,011
Entertainment 0,321*** 0,013 0,032
Drama −0,006 0,015 0,001
The power elite 0,067 0,094. 0,020
Magnitude 0,029 0,162. 0,059
Celebrity 0,028 0,236** −0,030
Good news 0,670*** 0,041 0,118**
Follow-up −0,043 0,048 −0,014
Adjusted R2 0,376 0,309 0,327
Notes: ***p < 0.001, **p < 0.01, *p < 0.05., .p < 0.1. Sample size = 400. Adjusted R2 = explained variance.
Table 4.Multiple regression models testing news values for likes, reposts and comments: Private-owned media.
Regression coefficients 	
Likes Comments Reposts
Exclusivity −0,040 −0,180* 0,026
Bad news −0,106 −0,007 0,060
Conflict −0,029 0,045 0,004
Surprise 0,133* 0,036 0,024
Audio-visuals 0,167 0,011 0,048
Entertainment 0,275*** −0,001 0,062*
Drama −0,029 −0,029 −0,003
The power elite −0,066 0,097* −0,003
Magnitude 0,038 0,082 0,112**
Celebrity 0,028 0,030 −0,027
Good news 0,429** −0,132 0,107
Follow-up −0,062 0,168*** −0,055*
Adjusted R2 0,221 0,175 0,057
Notes: ***p < 0.001, **p < 0.01, *p < 0.05., .p < 0.1. Sample size = 400. Adjusted R2 = explained variance.
prise is used in a negative context, and in the second—a
positive context.
7. Discussion and Conclusion
The study showed how news values shape the agenda
of popular media in social media in Russia, as well as
how their readers (users of the social networking site
Vkontakte) react to the presence of certain values in the
news. As well as this, the separate analysis of the public’s
feedback for private and state-owned media discovered
that audiences may also be distinguished by the level of
interest in a certain news value.
According to Harcup and O’Neill’s (2016) news val-
ues taxonomy, from one-third to one-half of the news
in social media are occupied by Follow-up stories, a simi-
lar share covers the events around the power elite, one-
fifth to one-third contain entertainment content. Surpris-
ingly, a rather small proportion of the agenda was de-
voted to Bad news—only about 10% in each newsgroup.
We revealed an insignificant number of differences be-
tween the private and the state-owned media regarding
the preferences of certain news values: there ismore soft
news in the agenda of newsgroups owned by the private
media, and the state-owned media newsgroups publish
conflict stories much less frequently.
The analysis of the dependencies between the type
of news value, presented in the news, and the type of
public response generally showed the expected results.
Users tend to like and share good news and entertaining
news as opposed to bad news. If there are influential or
famous people in a news post, it will receive more com-
ments as a result of the personification effect. Media au-
diences are also keen to share important and exclusive
news with their friends on a social networking site. An
unexpected discovery was the negative relationship be-
Media and Communication, 2019, Volume 7, Issue 3, Pages 157–166 163
tween the share of comments and the presence of exclu-
sive content in a post. Perhaps, the novelty of informa-
tion has such an effect on the users’ behaviour.
The results obtaineddemonstrate that applying news
values to reveal the differences in reactions betweenme-
dia audiences is not justified. Despite the fact that we
identified some of them, for example, in commenting on
bad news or stories with conflicts in newsgroups, which
are outlets of state and private-ownedmedia, in relation
to the majority of news values, the users’ behaviour is
similar. Perhaps, for this task, another set of factors may
be developed with partial adaptation of news values.
The high complexity of the coding procedure which
uses a news values scheme requires a more detailed
taxonomy. For instance, it seems reasonable to divide
news values into groups as was done in the study dedi-
cated to users’ activities around the Ice Bucket Challenge
news, where a set of emotions was applied as a sepa-
rate category of shareworthiness (Kilgo, Lough, & Riedl,
2017). Monika Bednarek and Helen Caple (2017) devel-
oped their own classification of news values, grouping
narrowly defined values into wider categories. Unfortu-
nately, the practical application of this scheme in news
coding is still complicated, since subcategories are left
without clear definition.
The results definitely have limitations imposed by the
sample, the chosen classification scheme, and, probably,
by our understanding of the news values defined within
the chosen conception. The category Drama suggested
by Harcup and O’Neill (2016) has caused us considerable
difficulties when interpreting the news. We understand
that in many respects the intuitive process of news selec-
tion restricts its formal definition, and this leads to ambi-
guity of news value formulations.
We understand that some of the identified depen-
dencies could be false positives, both because of a ran-
dom error and because of the context of events that
were occurring during the period of time investigated. In
addition, studying the characteristics of audience inter-
est and reaction is restrained by the available functional-
ity of the social networking site Vkontakte, which those
visiting this site can use to leave feedback to a post.
Our study provided empirical evidence of the influ-
ence of news values on the behaviour of online me-
dia audiences on social networking sites. Since online
media are among the main spaces where public opin-
ion is formed and expressed in social media, the results
obtained may enhance the methodology of these soci-
ological studies. We hope that this article may stimu-
late future research into developing a more comprehen-
sive method.
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